Traditional wine marketing efforts have targeted established wine drinkers who are at least forty years old. These people are typically the largest consumers of wine.
Interest in younger consumers began as the wine industry began to realize that these people are the next potential group with the income and ability to purchase wine.
Therefore, venues such as special events and festivals that can attract young people and provide an opportunity for them learn about wine can be important in influencing their attitudes and potential wine purchases.
Food and wine festivals are one type of event that has become very popular in many countries. A large number of cities throughout the world have developed community events in order to promote wine and build local identity. This is especially true in new world wine regions where there is considerable interest in learning about wine. These events are often several days long and may coincide with the grape harvest or release of new wine.
Many researchers recognize the need to encourage interest in wine among younger consumers in order to ensure the long-term survival of the wine industry (Fountain & Charters, 2004; Mitchell et al., 2000) . There has been concern that the majority of wine is consumed by people aged 40 and older and that younger age groups have little interest in wine consumption. Levine and Morgan (2004) pointed out that the wine industry looks beyond the aging baby boomers market for its next generation of consumers. The goal is to identify the characteristics of these new market segments, find ways to reach them, capture their attention, and bring them to the wine world. 
